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SOMETHING ONLY 
DISNEYLAND PARIS CAN OFFER... 


EMOTION 


As well as being Europe’s number one 
tourist destination, Disneyland? F Paris is 
also known as a place where unforgettab 
memories are made.And “it all begins the — 
moment you tell them” was highlighted in 
the Disney Magical Moments ee that 
ran OT ea 2011. 





SERVICE 


Providing exceptional guest service re- 
mained a priority in 2011. The company 
invested in improving the well-being, safety 
and development of its C 
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CREATIVITY 


It was with great results that creativity and 


MAGICAL MOMENTS 
WITH OUR COMMUNITY - P.22 









innovation were expressed again this year, 






with the shows and character experiences 






making each visit magical. Creativity and 
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WHAT SORT OF YEAR WAS 2011? 


With the continuation of the crisis in 2Q| 1, tt was a 
challenging year However, we remained highly reactive 
to the changing context of market conditions in each 
country, and we were able to deliver growth in park 
volumes, hotel volumes and guest spending, while dell- 
vering record attendance. 


During the year, consumer Our 20" Anniversary will 
celebrate a two-decade 
journey with guests, Cast 
Members and key partnersas 


confidence was increasingly 
impacted by the European 
sovereign debt crisis. 
In addition to this, the 
weather in the Paris area was 
surprisingly unfavorable for a 
large part of the summer The first factor translated into 
softness in guest bookings for our second semester while 
the latter resulted in a lower level of closerin bookings 
and local market performance compared to past years. 


2011 WAS AYEAR OF INVESTMENT? 


We made the decision to increase investments In our 
guest experience, assets and Cast Members. All three 
are at the core of the Disney experience, and they 
enable us to create the emotions, guest service and 
creativity that only Disney is known for We consider 
that these investments help drive the resort's short-term 
and long-term growth. We also believe wholeheartedly 
that by improving our guest experience we will attract 
more repeat visitors, who will also share their magical 
experiences with others. 


INTERVIEW 
WITH PHILIPPE GAS 


C.E.O., EURO DISNEY S.A.S. 


Increased investment in 

the guest experience enables 
us to create the emotion, 
service and creativity that 
only Disney is known for. 9g © 


HOW DO YOU EXPLAIN THE RECORD THEME 
PARK ATTENDANCE? 


By focusing on unlocking demand via effective marketing 
and sales strategies combined with compelling content 
around both new and classic offerings, we were able to 
drive increased visitation. 


The year had a challenging 
start with travel disruptions 
due to inclement weather 
during our peak holiday 
season, however we were able 
to grow all our key indicators 
compared to the previous year, 
due to the strength and appeal 
of our Halloween and Christmas seasons. Following this, 
we launched the heart-warming ‘“VVhen Will You Tell 
Them?” campaign across Europe as a warm-up to Disney 
Magical Moments Festival that began in April. 


As we moved into the summer season, the debt crisis 
began to influence European consumers, and our teams 
focused on ensuring that we had the right offer in each 
market in order to capture latent demand. At the resort 
we made considerable investments in the refurbishment 
of our assets, and this reinforced the message that 
Disneyland® Paris is committed to offering guests the 
highest quality experience each time they visit. 


WHY INVEST MORE IN THE TEAMS? 


We strive to create a high quality employment 
experience that parallels the levels of excellence that the 
company and its Cast Members provide our guests every 
day. Improving the employment experience and positively 
impacting the lives of Cast Members involves working to 
strengthen the well-being and professional development 
of each person, as well as ensuring that they operate 
In a safe work environment. These three factors lie 
at the heart of our human resources policy. In 201 |, 
the company and Its Cast Members also collaborated 
on a new initiative designed to place proactive dialogue 
at the center of improvements in the workplace. Some 
of the areas In which changes have been made are 
highlighted in this 201 | Annual Review. 


WHAT DOES THE 20'™ ANNIVERSARY MEAN 
FOR YOU? 


In 2OI1 1, the resort welcomed its 250 millionth visit. 
This figure alone confirms that over the past twenty 
years, Disneyland Paris has become an Integral part 
of the European leisure and tourism landscape. Our 
20" Anniversary therefore represents an opportunity 
to celebrate this milestone with those who have helped 
make Disneyland Paris Europe's number one tourist 
destination — our guests, Cast Members and partners. 
It is also an opportunity to recognize that over the last 
twenty years, the company has created many thousands 
of jobs and generated millions of euros in tax revenues 
for the surrounding communities. 


‘lm 2011, the resort welcomed its 
250 millionth visitas, 


For the 20" Anniversary celebrations, we will proudly 
present ‘‘Disney Dreams®!” — a spellbinding new night- 
time spectacular that will bring Le Chateau de la Belle 
au Bois Dormant to life as never before."‘Disney Dreams!’ 
will blend classic Disney storytelling with the most 
Innovative projection technology available. There will also 
be a host of other happenings for you to enjoy, and we 
hope you will join us for this once-in-a-lifetime party. 


More information: 
http://corporate.disneylandparis.com 


* Mark Stead was appointed to the position of Chief Financial Officer in November 201 |. 


** Francois Banon was appointed to the position of Vice President, Communication Europe in December 201 |. 
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AN INTERNATIONAL 
MANAGEMENT TEAM 
ON SEPTEMBER 30, 201 I 
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Resort revenues increased by 5%, reflecting growth in guest 
spending and resort volumes. 


Demand grew in almost all key markets, increasing theme 
park visits by over half a million. 


Costs increased in line with the continued focus on 
enhancing the guest experience and investing in the resort 
in advance of the 20" Anniversary in 2012. 


Consolidated Group revenues increased 2% in 2011, to €1.3 billion. €1.28 billion of 
this figure related to the resort segment (theme parks, hotels and Disney Village®). 
Park revenues increased by €39 million to €/724 million, as a result of a 4% increase 
in attendance to 15.6 million, and a 2% increase in average spending per guest. 


During the first nine months of the year consumers responded positively to offers in 
line with demand trends seen in the second half of 2010. However beginning In June, 
demand from distant markets softened as the economic context deteriorated. This 
challenging environment was compounded by our decision to reduce discount levels 
in line with the trends of the first half of the year France continued to improve year 
on-year during quarter four as did Spain to a lesser extent, however visitation from 
other key markets declined. 


Hotels and Disney Village revenues increased by €33 million to €513 million, due to 
a 5% increase In average spending per room and a |./ percentage point increase In 
hotel occupancy. Hotel guests’ average spending increased €10 to almost €220 per 
room, with higher daily room rates offsetting a higher proportion of rooms sold on 
promotion versus last year 


Other revenues, which include participant sponsorships as well as transportation and 
travel services sold to guests, decreased by €12 million to €38 million. This decrease 
was due to lower sponsorship revenues and a legal settlement gain in the prior year. 
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REAL ESTATE REVENUES 

Real estate development revenues decreased by €37 million 
from the prior year This unfavorable comparison was influenced 
by a one-off property sale in 2010 that accounted for 
€47 million of the €59.8 million generated in this segment that 
year The impact of this sale was, nonetheless, partially offset by 
a higher number of transactions closed this year. 


SPENDING TO ENSURE FUTURE RETURNS 

Total costs and expenses for the Group increased 4% to 
€ 1.29 billion. Direct operating cost increases were driven by 
labor rate inflation and costs associated with higher resort 
volumes. 


During the year the Group also incurred incremental costs to 
enhance the guest experience. Guest satisfaction is a key 
element in driving long-term sustained performance — particu- 
larly so in preparation for the 20" Anniversary. 


Given this, incremental costs were incurred to increase park 
operating hours, improve the ‘show quality” of guest-facing 
assets primarily in the hotels, and introduce new content such 
as the Princess Pavilion. 


Additionally, the comparison between direct operating costs for 
2011 versus 2010 is unfavorably impacted by a €6 million tax 
refund that was received in 2010 for payments made in 
previous years. 


Marketing and sales expenses remained stable at 10% of resort 
revenues, and in absolute terms increased 3% compared to the 
prior-year General and administrative expenses remained stable 
at €103 million. 


SIGNIFICANT LEVELS OF LIQUIDITY 
The Group ended the fiscal year with a significant 
level of liquidity: cash and cash equivalents amounted 
to €366 million. During the year, the Group gene- 
rated free cash flow of €89 million. 






KEY FINANCIAL HIGHLIGHTS 
(€ in millions) 

REVENUES 

Costs and Expenses 

OPERATING MARGIN 

EBITDA! 


EBITDA as a percentage of revenues 


NET LOSS 





Attributable to equity holders of the parent 


Attributable to minority interests 
FREE CASH FLOW GENERATED ! 


Cash and cash equivalents, end of period 


Cash flow generated by operations decreased by €68 million 
to €169 million. This decrease was driven by the previously- 
mentioned, significant property sale in 2010 as well as increased 
working capital requirements. Changes In working capital were 
negatively impacted by a €25 million increase in royalties that 
were paid in 20! | and related to the end of the unconditional 
deferral mechanism implemented after the 2005 financial 
restructuring. 


Cash flow used in investing activities decreased €7 million 
to €80 million, primarily due to the completion of Toy Story 
Playland in 2010. This was partly offset by the previously- 
mentioned increased capital investments for the guest 
experience initiatives. 


Cash flow used in financing activities increased by €33 million, 
to €123 million, as the Group continued to repay its debt 
according to tts scheduled maturities. 


LOOKING AHEAD 

In 2011, the Group was able to increase attendance and grow 
resort revenues despite the challenging economic context and 
difficult summer weather 


This growth is based on the Group's ability to react quickly to 
the changing market conditions with a focus on managing yield 
with targeted promotions as well as continuing to invest in the 
guest experience and resort assets especially ahead of the 
20" Anniversary. 


In the months ahead, the Group will continue preparations for 
the 20" Anniversary celebration which will include new enter- 
tainment and offerings for guests to enjoy. Additionally, this 


anniversary will mark twenty years of partnership with the 


various public and private groups that have helped 
Disneyland® Paris what it is today. 





© Disney*Pixar - Inspired by the Disney *Pixar film Toy Story. 


FISCAL YEAR 


2011 2010 2009 
2277. L275 1,230.0 
(1,286.2) (1,240.9) (1,203.6) 
ies 34.1 26.4 





366. 1 400.3 340.3 


' EBITDA (Earnings Before Interest, Taxes, Depreciation and Amortization) and Free Cash Flow (cash generated by operating activities less cash used in investing activities) are not measures of financial 
performance defined under IFRS, and should not be viewed as substitutes for operating margin, net profit/loss or operating Cash Flows in evaluating the Group's financial results. However, management 


believes that EBITDA and Free Cash Flow are useful tools for evaluating the Group’s performance. 
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Oo © DisneyePixar - Inspired by 
the DisneyePixar film Ratatouille. 
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Launched In spring 2011, Disney Magical Moments Festival highlighted 
the sorts of touching, memorable family experiences that create lifelong 


memories and lead to positive referrals and repeat visits. 


The celebration’s touching advertising campaign showed that magical 


moments actually begin from the very instant that parents tell their 


children that they are going to Disneyland® Paris! Judging by the reaction 
of the children featured in the commercials, the campaign message 


resonated with European audiences. 


Running in print, social media and television, as well as through events 
and on the web, the company broadcast this message in a whole host 
of media, because the team firmly believes that there has never been a 


more important time for Disneyland Paris to be top of mind In Europe. 


Revealed in 2011, Disney Magical Moments Festival was symbolic of 
the company’s guest service strategy founded on developing innovative, 
new products. Over the year, however, important investments were 
made to enhance the experience for guests In the hotels, theme parks, 
restaurants, boutiques and more. Other investments were, of course, 


made in preparing for the run up to the 20™ Anniversary celebrations. 
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The notion of creating a place where families can have magical 
moments together lies at the very root of Disneyland®. It was 
Walt Disney himself who stated that, ‘'l felt there should be 
something built where the parents and children could have fun 
together So that’s how Disneyland started.’ 


According to a 2010 study published by IPSOS, /4% of the 
French population wanted to spend more time as a family. 
Disney Magical Moments Festival aimed to leverage this latent 
desire by highlighting opportunities for families to create magical 
moments together 


The marketing campaign built around Disney Magical Moments 
Festival aimed to show parents that time passes too quickly, and 
that there are some unique moments that they will want to 
share with their children. 
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As part of its strategy to keep Disneyland Paris at the forefront of European consumers’ minds in 201 I, 
the company invited some very special friends to the launch of the Disney Magical Moments festival 


in April 201 1. 


It was In spring 2011 that the company 
invited a host of journalists and celebrities 
to an action-packed premier of Disney 
Magical Moments Festival. 


Included in the “goodie bag” given to 
stars at the event was a spectacular 
evening performance of "Mickey's Magical 
Celebration” that culminated in the sort 
of fireworks display which only 
Disneyland® Paris can offer. 


The savvy mix of sportspeople, singers, 
actors, film makers and media members 
present at the event helped generate a 
flurry of press coverage across the 
continent as publications picked up on 
the stars’ favorite moments. 


“The magic begins the moment you tell 
them’, was the hook that lay at the 
heart of the Disney Magical Moments 
Festival advertising campaign. This simple 
yet strong message was broadcast 
through a whole host of media in a 
number of countries. And because the 
best people to talk about resort magical 
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moments are those who experience 
them, guests from across Europe were 
invited to help create a series of 
television and web commercials showing 
the moment their kids learned they 
were going to Disneyland Paris. The 
results were both genuine and inspiring, 
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By presenting a series of short films in 
which celebrities revealed magical 
moments that had influenced their 
lives, Disneyland Paris and France's TF | 
television network gave viewers a true 
televisual treat. 

Aired immediately prior to the main 
evening new show on weekdays 
throughout March 2011, the series 
featured touching revelations from 
over a dozen of the nation’s house- 
hold names. From Vanessa Paradis to 
Gérard Depardieu, the celebrities 
spoke of special moments spent count- 
ing lions in Africa, filming a particular 
movie, and even playing make-believe 
as a child. The films were the perfect 
prelude to the magical season that 
kicked off just as the series ended. 
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In April 2011, the company launched the year-long Disney Magical Moments Festival to create the ideal 
setting for families to make lifelong memories. 


By offering experiences that were only 
available as part of Disney Magical 
Moments Festival, guests had even more 
reason to visit Disneyland® Paris in 201 | 
and early 2012. The Magical Moments 
featured in the festival were played 
out across both Disney theme parks, 
in around a dozen different scenarios 
Involving much-loved Disney and Pixar 
characters. They offered, for example, 
opportunities to play jungle drums with 
Baloo, join Alice for an un-birthday cele- 
bration, and even go on maneuvers with 
the Green Army Men from Toy Story®. 


“Each Magical Moment was about 
recreating the sort of atmosphere that 
guests know and love when they're 
watching Disney classics. It was about 
building that experience around fami- 
lies by bringing them into the heart of 
the scenario,’ explained Show Director 
Emmanuel Lenormand. 


One of the most high-kicking Magical 
Moments had to be “Following the 
Leader with Peter Pan’. Presented in 
Adventureland® (Disneyland Park), this 
interactive escapade featured a host 
of familiar characters from Disney's 


animated classic, Peter Pan. These perfor- 
mances invited guests to really live the 
experience by taking part in the show 
— either as a Lost Boy (or Girl) or even 
as part of Captain Hook's motley crew 
of adults. 


For Maxime, a guest visiting from 
Belgium, the show offered a trip back 

In time. ‘Following the Leader with 
Peter Pan’ reminded me of watching 
Walt Disney animated classics as a kid," 
he explains. ‘But rather than watch the 
story unfold, like | used to, this show 
gave me the unique opportunity to be 
part of the story! Actors are perfor- 
ming right next to you, and everyone Is 
invited to join the fun.” 


Disney Magical Moments Festival added 
new excitement to the Disneyland 
Paris experience, not only for guests 
but also for Cast Members — for whom 
every performance was unique. ‘Disney 
Magical Moments Festival was all about 
breaking down the traditional barrier 
that exists between performers and their 


audience,’ explained Mathieu Gersh, 
Artiste-Interpréte from the Entertainment 
team. That frontier was merged during 
performances of “Disney's Once Upon 
a Dream Parade’, when guests were 
given the chance to join 
characters and perfor 
mers as they danced 
down Main Street 
U.S.A.2 and made 
their own magical 
memories. 
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Every day of the year was the 
perfect day for an un-birthday 
party with Alice and the Mad 
Hatter as they welcomed guests 
to their madcap world. 





Baloo, King Loule and a host of 
family favorites jumped to the 
beat during this interactive 
moment when guests of all ages 
learned to play the jungle drums. 








Mickey Mouse presented an 
enchanting news show at the 
foot of Le Chateau de Ia Belle au 
Bois Dormant in the company of 
Disney magic-makers including 
Merlin from Sword in the Stone 
and Genie from Aladdin. 





Not a hair was out of place when 
guests came shoulder to shoulder J 
with Rapunzel, Disney's newest 
heroine, and her beloved bandit, 
Flynn Rider 









Adventureland® Bazaar became 
even more mysterious with the 
arrival of a magical lamp and the 
promises of three wishes for the 
guest who woke the lamp's 
famous resident. 





Interactivity sparkled over 
“Disney's Once upon a Dream 
Parade’ when guests stepped 
down from the sidewalk to parti- 
cipate in the celebration. Playing 
along with the characters was 
never more fun. 


Spectators have been on their 
feet, adrenalin pumping and imagi- 
nations racing since Lightning 
McQueen began appearing in the 
action-packed Moteurs... Action! 
Stunt Show Spectacular! 

*© Disney Pixar - Inspired by the Disney® Pixar films Cars. 


DISNEY DANCE EXPRESS . 
_ rey 


Central Plaza was the place to 
be when the Disney Dance 
Express chugged through town 
with a host of hot-footed charac- 
ters ready to get down and 
dance. 





The Green Army Men* were on 
manoeuvres with Sarge in Walt 
Disney Studios® Park. New 
recruits were invited to prepare 
for action. 


*© Disney*Pixar - Inspired by the Disney®Pixar film 
Toy Story. 
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Through its theme park and hotel expe- 
riences, Disneyland Paris has spent almost 
two decades ‘transporting’ Its guests to 
faraway places - from fairytale kingdoms 
to America's great national parks. 201 | 
was a year in which the company made 
considerable investments to protect and 
embellish a number of guest-facing assets, 
thereby strengthening their storytelling 





EMOTION 


| think that many people 
\ | know and love Disneyland® 

Paris because of its 
attention to detail and the quality of 
the theming. In my opinion, the 
refurbishment work that is going on 
around the resort is proof that 
Disneyland Paris really is WP 
number one. 





FRANCOIS 
FRENCH GUEST 











potential and guaranteeing a high quality 
welcome. 


QUEEN OF THE RIVER 

Molly Brown, the Frontierland riverboat, 
was one of the many significant assets that 
were treated to a touch of pixie dust. The 
Molly Brown spent almost an entire year 
in dry dock before heading back onto 


SERVICE 





People always want to 
¥ know what new projects 
we're working on at Walt 
Disney Imagineering, and we certainly 
understand that. But we think it’s also 
vitally important to renew and refresh 
the magnificent attractions and expe- 
riences we've been building here at 
Disneyland Paris over these 


past twenty years. 7 | 


PEGGIE FARISS 
DIRECTOR, WALT DISNEY IMAGINEERING 
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the water in March 2011. During that 
time, an army of around 200 craftspeople, 
engineers and other specialists took the 
“little” lady apart and entirely rebuilt her 
from scratch. Looking prettier than ever 
Molly retains a number of authentic details 
but now boasts a bright, new color pallet. 


CREATIVITY 


Few people realise that 
\ | | there are over 14 500 Cast 

Members representing 500 
different professions and roles in our 
company. These refurbishment projects 
highlight the great work done behind 
the scenes by many of the teams to 
ensure that guests have a great 
show 365 days a year.’ q y 








OSVALDO DEL MISTERO 
2012 AMBASSADOR TEAM 











LE CHATEAU DE LA BELLE AU BOIS DORMANT 


The star of many millions of snapshots 
every year, Le Chateau de Ia Belle au Bois 
Dormant was the center of much atten- 
tion in fiscal year 201 |. 

From the tip of her tallest spire to the 
bottom of the dragon's lair, several 
months were dedicated to refurbishing 
the majestic icon in time for her 20" 
anniversary. 

Aware of the enormous responsibility 
that comes with modifying the structure, 
the teams began by working with the 
original scale models used during 
construction. This enabled the specialists 
to consider how alterations would 
appear at various times of the day and In 
different weather conditions. 

In the end, it took no less than five diffe- 
rent shade of pink paint, a considerable 
quantity of gold leaf and a large dose of 
Disney magic to bring Sleeping Beauty's 
home to life. 


LOOKING BETTER THAN EVER. 





DISNEYLAND PARIS HOTELS 


Certain of the Disney hotels were the 
focus of embellishment work in 201 |.At 
Disney's Sequoia Lodge®, for example, 
more than 500 of the rooms were 
remodeled with new textiles, furnishings 
and accessories that introduce art 
nouveau Influences. Guests have already 
shown their appreciation for these 
changes by expressing higher satisfaction 
levels when staying in these rooms than 
in the former models. At Disney's Davy 
Crockett Ranch, over | 60 of the bunga- 


lows were entirely replaced with larger 
homes that offer an additional bedroom 
and bathroom. These modifications have 
helped the ranch achieve one of the 
highest guest satisfaction levels at a 
Disney hotel during the fiscal year. 
At Disney's Hotel Cheyenne® a multi- 
year facade refurbishment program has 
made the family favorite look even more 
welcoming than ever Similiarly, refurbish- 
ment work at Disney’s Hotel Santa Fe® 
is underway. 


DAVY, CROCKETT RANCH 





2011 Annual Review + , + 1. + 











MAIN STREET, U.S.A.° 


Several facades on Main Street, 
U.S.A.® were refreshed to create 
a bright new look and feel. On 
each occasion, themed coverings 


were used to help preserve guests 
memories and their vacation snap- 
shots. The interior of the Disney & 
Co. boutique was also remodeled to 
improve guest traffic and the overall 
shopping experience in this location. 
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ENHANCING THE MAGIC 


very day of the year, creativity and innovation are key ingredients™ 





STRENGTHENING THE FLAVOR OF DISNEYLAND PARIS 


Disneyland® Paris can offer everything from the humble candy apple to elaborate banquets for thou- 
sands. Now, thanks to the introduction of a new Test & Development facility, the company is sure to 
strengthen its pallet of food and beverage offerings for many years to come. 


Located backstage at the resort, the 
new Test & Development facility lets 
the company's own specialists work 
on everything from new tableware 
and packaging to kitchen appliances 





and recipes. By increasing direct control 
over all areas of food and beverage crea- 
tion, the company can improve not only 
quality and show aspects for its guests, 
but also working conditions for its Cast 
Members. 


BETTER QUALITY 

Improving product quality is a consis- 
tent focus for the company, and this was 
seen during 2011 in continued efforts 
to partner with suppliers that deliver 
exceptional quality products. By reaching 
a new strategic alliance with Segafredo- 
Zanetti, for example, guests can now 
enjoy superior quality coffee that they 
may already be familiar with. 

Offering better service saw the teams 
focusing on increasing efficiency in 
onstage and backstage areas. At quick 
service restaurants in the theme parks, 
for example, this meant taking steps to 
reduce waiting times for guests while 
streamlining kitchen operations. One way 
to achieve this was to limit the selection 
of products, bringing the choice back to 
the principal ttems that guest enjoy most 
in these locations. Simpler menu options 
meant faster wait lines and optimized 


purchasing, stock control and kitchen 
operations. While quick service menus 
were generally simpler, there was also a 
push to introduce signature ttems unique 
to a particular restaurant. These specia- 
ties not only tasted great, but In some 
cases they also strengthen storytelling. 
This was the case at Restaurant Hakuna 
Matata, for example, where new ethnic 
dishes incorporated real African rice 
and cooking styles. At Cowboy Cookout 
Barbecue, the teams also introduced 
a signature Aberdeen Angus burger of 
superior quality. 


SOMETHING SPECIAL TO COME 

In preparation for the resort’s 20" 
Anniversary, much groundwork was also 
carried out on everything from exclu- 
sive packaging to limited edition wines. 
One of the most tantalizing experiences 
of the year is likely to be the “Disney 
Dreams®!” dinner package that will let 
guests round off a delicious meal in a 
table service restaurant with exclusive 
viewing for the resort's newest night- 
time spectacular ‘Disney Dreams!” 


ENRICHING THE PRODUCT 










A ROYAL INVITATION 


Meeting a Disney character is a magical moment tn itself. To make the 
encounter even more special, Fantasyland® welcomed the Princess Pavilion in 
October Similar in style to the Chdteau de Ia Belle au Bois Dormant castle, the 
Disneyland® Park location provides an immersive indoor setting where families 
can meet a Disney Princess. 
Using icons and symbols from classic 
Disney animated features, the pavilion’s 
rich decoration helps set the scene 
and enliven the experience. 
A professional photographer Is 
even on hand to capture the 



















THE TARZAN" ENCOUNTER 


Investing in the guest experience clearly had its rewards when “The Tarzan™ 
Encounter’ returned after a three-year absence to become the most popular show of 
2011. Once seen, never forgotten, the show blends 
Academy Award winning music by Phil Collins with 

world-class acrobats. rp 
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GAGA ABOUT 
THE GIRL 


For the 2010 holiday season, Walt 
Disney Pictures released a new full- 
length animated film focusing on a gir! 
with magical and extraordinarily-long 
hair, Tangled. The resort helped bring 
the magic to life by giving families 
the chance to meet the characters, 
Rapunzel and Flynn Rider, as well as by 
developing some great products for 
the boutiques. [he company also signed 
an exclusive partnership with Charlie 
Le Mindu (pictured), the celebrity stylist 
behind some of singer Lady Gaga's most 
outlandish hairdos. Charlie brought his 
talents to Disneyland Paris for a whole 
weekend, styling hair for a number of 


lucky guests. >) 





















CARS 2 


The stars of Disney*Pixar's Cars 2 
raced into European box offices and 
Disneyland Paris in summer 201 |. 
At Moteurs... Action ! Stunt Show 
Spectacular®, the film’s Lightning 
McQueen character weaved his way 
into the show and tts storyline. 

The character's arrival also coincided 
with a flashy new merchandise line 
and the national premiere of the 
movie in Walt Disney Studios® 


Park. >) 


© Disney® Pixar - Inspired by 
the Disney® Pixar films Cars. 
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In order to strengthen the complex’s appeal, the company made 
a number of significant changes to enrich the guest experience at 


Disney Village®. 





As well as welcoming a brand new mini-boutique, Disney Village® 
also kicked off construction on a maxi-store that will open its 


doors in 2012. 


This year, the company strategically 
widened the portfolio of merchandise 
offered across Disney Village, thereby 
ensuring that everyone finds some- 
thing appealing — from the flashy to 
the fun, and the premium price point 
to the smallest souvenir spend. VWVith a 
look of Its very own, the eye-catching 
new mini-boutique Is located inside 
the existing Disney Fashion store and 
specializes in ladies fashions and acces- 
sories that come with a twist. 


Construction also continued on a 
monumental new boutique located at 
the crossroads between Disney Village, 
both Disney theme parks and the train 
station. Taking advantage of Its central 
location and showcasing a rich variety 
of merchandise, World of Disney will 
be the resort's largest boutique when 
it opens. In a space where Disney 
meets art deco, travel will be a central 
theme in the boutique's storytelling. 








An increased demand for dining 
capacity at Disney Village and the 
desire to further diversify the expe- 
riences on offer led to the opening 
of Europe's first Earl of Sandwich® 
restaurant in June 201 I. 


Already established in the United States, 
the Earl of Sandwich brand leverages 
great food and family connections with 
Admiral John Montague, inventor of the 
sandwich in | 762. 


The new eatery, which offers 250 
seated places and an incredible view 
over Lake Disney®, strengthens Disney 
Village's portfolio of uniquely themed 
experiences. Over a dozen mouth- 
watering sandwiches feature on the 
menu — certain incorporating local 
specialties such as Brie cheese. 


On October | 20I11, the company 
resumed operations in four Disney 
Village restaurants that had been run 
for a number of years by Euro 
Gastronomie (Flo). 

The new organization allows the 
company to have greater control over 
the guest experience in Annette's Diner, 
The Steakhouse, New York Style 
Sandwiches and Café Mickey (the home 
of character dining at Disney Village). 


Euro Gastronomie nonetheless conti- 
nues to work with Disneyland Paris by 
operating two restaurants in Disney 
Village: Rainforest Cafe® and King 
Ludwig's Castle. 





Fiscal year 2011 marked the first full fiscal year of operations for Toy Story Playland, a fact that was 
paralleled by an increase in overall guest satisfaction at Walt Disney Studios® Park. 


“When it comes to Toy Story Playland, 
there's just something that clicks with 
everyone. And I've seen that with my 
own eyes, reveals Attraction Team 
Leader Svetlana Guinee. 


“It really is somewhere for the whole 
family to have fun together. There's a 
great range of attractions, and the Toy 
Story characters appeal to kids and adults 
alike from all over the world.’ 


When venturing into Toy Story Playland, 
guests are taken deep into Andy's 
backyard and shrunk to the size of a 
toy. Once inside, they find themselves 
surrounded by over-sized vegetation, 
in a place where everything speaks of 
well-loved childhood “friends” — from 
the domino-shaped barriers to the enor 
mous Buzz Lightyear action figure that 
towers over the area. 


Three fun attractions are presented in the 
land, all of which are based on the charac- 
ters and storylines from the Toy Story 
franchise: RC Racer, Slinky Dog Zigzag Spin* 
and Toy Soldiers Parachute Drop. 


As well as being the developments first 
full year of operations, fiscal year 20 | | 
was also noteworthy for the modi- 
fications that were made in Toy Story 
Playland to increase efficiency and guest 
comfort. At the family-friendly Toy Soldiers 
Parachute Drop, for example, modifications 
were made in the boarding procedures to 
Increase capacity while reducing wait 
times for guests. A “‘single rider’ 
line Is now in place at the 
attraction so that empty 
seats In ride vehicles can 
be quickly filled before 
departure. And for 
those who prefer to 
watch rather than 
play, benches have 
also been specially 
created in the 
shape of oversize, 
slotted train tracks. 


Disney Magical Moments 
Festival was also the ideal 


* Slinky® Dog is a registered trademark of Poof Slinky, Inc.All rights reserved. 


opportunity to take the fun up a notch 
during the year by presenting enter- 
tainment especially themed to the land. 
Green Army Men Meet & Play, one of 
many Magical Moments offered as part 
of the festival, regularly surprised guests 
when Sarge and his army men went on 
maneuvers in the land. 
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As developer of the local town of Val d'Europe, collaboration continued 
with the public partners. Maintaining a high quality of life for the town’s 
residents was a continued priority and this involved developing 

the “Business Village’ brand to strengthen the town’s job market 


and attract even more companies. 


The company was also active in launching a tourism cluster — a public- 
private partnership to create and develop a world-renowned center for 


tourism excellence in the heart of Marne la Vallée. 


atl SA Ts 
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The tenth themed cluster in the region, the structure will generate 
synergy around tourism and thereby make Val d'Europe the reference 
for developing, studying, and experiencing tourism in Europe. 

The first concrete steps taken through the cluster involved hosting 

a series of tourism-related conferences in Val d'Europe to study 


the subject from a variety of perspectives. 


Being an integral part of the community also means offering support 
through outreach. The Disney VoluntEARS* program continued to 
provide Cast Members with hundreds of opportunities to share their 


time and talents with the local community. From hosting resort visits 


— ~ — a: : = . ws , for underprivileged children to organizing awareness-raising workshops 


at the local Louis Braille Museum, the company and ts Cast Members 


ihe te Rate 
. Va eae Bo a we /‘ Ss , f . _ > A continued to reach beyond Disneyland® Paris to help build a dynamic 

jj —— = — i i community. [he company’s outreach work continues to touch 

the hearts of the local community on the eve of the resort's 

20" Anniversary. This celebration will provide an opportunity to look back 

over two decades of compassion, conservation and creativity centered 


on the community. 


*A company employee who gives his or her time to outreach activities. 
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In June, Disneyland® Paris hosted the annual Soif de Vivre event. 
This celebration let | 60 seriously-ill children enjoy a high-flying, 
dream-filled weekend at the resort, with a special salute from 
the French national aerobatics team (pictured). 


Throughout 2011 the company invited several thousand chil- 
dren from a variety of backgrounds to enjoy magical Disneyland 


a experiences during specially organized solidarity days. 


With help from wish-granting foundations from across Europe, 
“several hundred children with life-threatening illnesses were 
invited to bring their families to Disneyland Paris in 201 I. 
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In June 2011, the company joined forces with Journées Soif de Vivre to offer 160 seriously-ill children 
a dream-filled weekend during which a symbolic tribute was also paid to the resort’s place in French 


culture. 


Bringing dreams to life for children with 
difficulties including life-threatening 
illnesses has been a continued focus for 
the company’s outreach activity. Over 
the last twenty years, many thousands 
of these children have been invited to 
visit the resort. In June 2011, the teams 
worked with Journées Soif de Vivre to 
bring tts annual celebration onsite in a 
very big way. 


Treated as VIPs while staying at Disney's 
Newport Bay Club® for three days, 
160 children were brought to the 
resort from eleven different hospitals 
throughout the country. Their weekend 
blended the best in classic theme park 
encounters with experiences that were 
produced specifically for the visit. 


As well as rubbing shoulders 
with a host of celebrities, 
the kids action-packed 














weekend Included rides on motorcy- 
cles and hot air balloons as well as 
stunt displays by the elite French 
security forces, RAID and GSPR. 


Hearts were racing like never 
before when the nation’s Patrouille 
de France aerial aerobatics team 
offered its own salute over Disneyland® 
Park. As well as reinforcing the company’s 
commitment to solidarity, the moment 
also symbolically recognized the resort's 
integration Into French culture. 


Speaking on behalf of /ournées Soif de 
Vivre, Melinda Noél explained 
that, “We try to create 
lasting memories for these 
children who suffer on a 
daily basis, to give them 
courage for the rest of 

the year 
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OFFERING AHELPINGHAND 


By performing 7 800 hours of outreach work n2Z0TT; the C 
commitment to helping others.qggp JR >> 





a. ee 
*: WJ 


astmaintained its long-term 
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HEARING IN THE DARK 


During September's European Heritage 
Days, the company offered support to 
the local Louis Braille Museum tn 
Coupvray that celebrates the creator of 
the Braille reading system. 

The event saw the company's Disney 


opening’ workshops designed to raise 
awareness of challenges faced by those 


who live with a visual impairment. 


Children at the event were asked to rely 
on their senses of touch, taste and 
hearing only. 
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ENCOURAGING CAST MEMBERS’ COMMUNITY SPIRIT 


The Disney VoluntEARS program provides Cast Members with outreach opportunities and support for 


their activities. 


The Disney spirit of generosity can be 
seen In the several hundred Cast 
Members who perform outreach work 
during their free time every year. 
Participation in such events Is made 
easier by the Disney VoluntEARS 
program that welcomes all Cast 
Members, and provides both activity 
ideas and support for their endeavors. 


Published on a regular basis throughout 
the year in both print and on-line 
versions, the Disney VoluntEARS activity 





calendar gives Cast Members opportuni- 
ties to get Involved in upcoming 
community events. It encourages Involve- 
ment in everything from promoting 
literacy to raising funds for non-profit 
organizations and accompanying resort 
guests who have special needs. 

On some occasions, Cast Members can 
even get friends and family members 
involved in their activities. 

The company regularly organizes training 
sessions so that Disney VoluntEARS can 
pick up useful skills for their future 


activities — from face painting and balloon 
sculpting workshops, to classes In basic 
first aid and more. As well as taking care 
of Disney VoluntEARS' transportation 
and meal requirements during events, 
the company also works with The Walt 
Disney Company to recognize their 
commitment through the EARS to You 
program. 

This initiative lets Disney VoluntEARS 
transform their outreach hours into 
donations for non-profit organizations of 
their choice. 


EARS TO YOU RECOGNIZES 
CAST MEMBERS’ OUTREACH WORK 


For time spent doing outreach work, each Cast Member was able to apply for a finan- 
cial contribution of up to $1 O00, on behalf of a non-profit organization of their choice. 
Donations are always proportional to the time given by each Cast Member 

and those who give as little as ten hours during the year 
can request a $100 contribution. The Ears to You program 
has been running at the resort for a number of years, 
and It was in 2011, for example, that the local branch of 
the Restaurants du Coeur food bank purchased a refrige- 
rated delivery truck with the €70 O00 that it had received 
the previous year. 





VoluntEARS hosting a series of “eye 


‘® It was really strange. | thought | was eating 
apple but it was melon. oe 


Julien, 10-years old 
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SINGING 
FOR SUFFERERS 


For the fourth consecutive year 
Disneyland Paris and its Disney 
VoluntEARS helped increase aware- 
ness and raise funds for the Tout Le 
Monde Chante Contre le Cancer 
association. Located in the south of 
France, the organization battles to 
improve life for infants and adoles- 
cents who are suffering from cancer 
Unsurprisingly for an organization 
called ‘Singing to fight cancer’, much 
of its fundraising work involves 
charity concerts and galas. 

A number of these events were held 
in 201 1, and on three such occasions 
the Disney VoluntEARS were both 
happy and honored to sing along in 
well-known Parisian music halls along- 
side Mickey Mouse, Minnie Mouse 
and a host of different artists. 





CREATIVITY AT THE HEART OF EACH SOLIDARITY DAY 


In 201 1, the company held around a dozen Solidarity Day events that were each designed to create lasting 


benefits for all participants. 


The company’s much-loved Solidarity 
Days make Disneyland® Paris a place 
for non-profit organizations and their 
guests to come together for a rich 
moment of exchange and interac- 
tion. Each with a particular theme, 
these events provide youngsters 
with exclusive activities as part 
of their magical Disneyland Paris 
experience. 
It was with the French Red Cross, 
for example, that the company 
hosted its September Solidarity Day 
in celebration of World First Aid Day. 
Held in association with one of the 
company's longest-running outreach 







partners, this event brought together 
the strengths of both the Red Cross 
and Disneyland Paris. “The Red Cross 
team went into action in order to raise 
the children’s awareness of life saving 
techniques, and Disneyland Paris created 
a fun and friendly atmosphere in which 
to do that’, explains Marie-France 
Beurton, Project Leader for French Red 
Cross. ‘By working together we were 
able to train a young audience, because 
kids too can learn life saving techniques. 
Working with Disneyland Paris gave us 
an excellent opportunity to carry out 
the work we do with the general public 
IN an Innovative way.” 
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CLUSTERING TO MAKE MARNE-LA-VALLEE 
A WORLD-RENOWNED CENTER FOR TOURISM 


In February 2011, the company's igned -2-public-} -private agreement designed to leverage 
—the unique. assets located in and EYacitlate| ‘Europe ’s number-one ne tourist destination, 
In order: to stimulate long-term growth 3 in.the regions 





Popular wizdom has it that if you tend 
your field and look after your crop then 
future growth is within your reach. In the 
case of Disneyland® Paris and a number 
of influential public partners, if you have 
Europe's number one tourist destination 
then you should study tourism, nurture 
it, and thereby ensure that It grows to 
benefit the community at large. This 
was the idea behind the Tourism Cluster 
partnership that was signed in February 
between the company and Paris-Est 


Marne-la-Vallée university as well as 
elected officials and representatives of 
state bodies on a local, regional and 
national level. 


PLANNING FORA BRIGHT FUTURE 
The agreement aims to make Val 
d'Europe a world-renowned center for 
tourism excellence — whether that be 
in training, research, services or related 
business activities. The agreement, which 
leverages Disneyland Paris’ position in 


the European landscape, will bring an 
international dimension to the local 
university and provide tt with a unique 
specialization and growth opportunities. 
The company strengthened Its ties with 
the university in a number of ways Inclu- 
ding a series of recurring conferences 
on tourism-related topics. Held through 
March 2012 at the local media library, the 
popular conferences welcome not only 
students, business leaders and local stake- 
holders but also members of the public. 


EMOTION 


The cluster offers conside- 
\ | rable advantages for all of 

the partners involved. The 
collaboration between Disneyland Paris 
and the University of Paris-Est Marne- 
la-Vallée, for example, benefits students 
who are training to become the experts 
in tomorrow’s tourism industry. It also 
shows that beyond being a tourist desti- 








nation, Disneyland Paris is a motor for | 
the economic and 2! ieaaopment, a 
jy _of the area. - 








NATHALIE FABRY 


PROFESSOR AND RESEARCH FELLOW, 
UNIVERSITY OF PARIS-EST MARNE-LA-VALLEE 





SERVICE 


This cluster aims to serve 


¥ and support the tourism 
industry and, among other 


things, enrich the work carried out in 





partnership with the University of» 


Paris-Est Marne-la-Vallée on issues 
related to tourism economy. The struc- 
ture was made possible by the rich 
collaboration that has existed between 
the public partners and 
Disneyland Paris for over_two 7 | 
decades. 


THIERRY LELEU 


VICE PRESIDENT, EXTERNAL RELATIONS 
DISNEYLAND PARIS 
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CREATIVITY 


As a chef, | was delighted to 
\ | | be guest speaker at one of 

the monthly cluster confer- 
ences in Val d’Europe that considered 
the tourism industry as a whole. It’s 
important to acknowledge that tourism 
goes much further than transportation 
and accommodation. These conferences 
also underline the fact that while it’s 
important for leaders to know their 
markets, it’s equally important 
for them to share insight,and \ | | 
understanding. 








GERARD CAGNA 
CHEF CUISINIER 
CLUSTER CONFERENCE GUEST SPEAKER 
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SUSTAINING GROWTH 
IN VAL D'EUROPE AND THE REGION 


By using a number of proven assets such as innovation, Disneyland® Paris contributed to the responsible 
development of Val d’Europe, along with its local, regional and national partners. 


BUSINESS VILLAGE VAL D’EUROPE 


The success of Val d’Europe lies in the balance between quality of life and economic development. 
To preserve the high ratio of residents to jobs (28 000 residents to 25 000 jobs in 2011), the ‘Business 
Village’ brand was strengthened to attract new companies. 





HARNESSING 
RENEWABLE HEAT 


Work continued on a renewable 
energy project unique in France that is 
symbolic of the public and private 
partners desire to create a positive 
environment of innovation in Val 
d'Europe. Expected to be operational 
in 2012, a recuperation system will tap 
heat generated as a byproduct of 
cooling computer servers in a data 


center. [he heat will be used in the 


adjacent business park and the 

local community, to help 

limit the production of 
greenhouse gasses. 
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Today's businesses want to be at the 
heart of a transportation network while 
managing their costs and offering their 
workers a high quality of life. Val 
d'Europe Business Village offers both of 
these as well as tailor-made services. 
Many companies from different indus- 
tries have already made the right choice 
to move their businesses to Val d'Europe 
in 2012 or in the future. One of the 
largest projects to have broken ground 


in 201 | was the future headquarters of 
the Seine-et-Marne region's Chamber of 
Commerce and Industry. Scheduled to 
open in fiscal year 2012 on a 5.9-acre 
stte, the development symbolizes impor 
tant recognition from the region and its 
businesses that Val d'Europe offers 
growth opportunities. It also moves the 
economic center of the Seine-et-Marne 
region to Val d'Europe. oO 


CONSULTING THE NEIGHBORS 
ON VILLAGES NATURE 


Development continued on the Villages Nature destination. 


With the aim of creating a destination that is both innovative and entirely integrated 
into the local environment, the Villages Nature project took another step forward 
when it was presented to local residents and communities in order to obtain their 
feedback. Great interest and rich dialogue were generated during the eight public 
meetings (Débats Publics) held from April to June in a number of towns and villages. 
A variety of points of view were shared, and these led to constructive project 
amendments. 


Moti 
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ae Every day of the year, Disneyland® Paris Cast Members provide service 
that is unparalleled in the entertainment industry. Two wide-reaching 
surveys were carried out in 2010 to find out how Cast Members 

felt about their daily working experiences and relationships with 


Management. 





Following this, the management team began a detailed review 


of the Cast Member experience at all levels of the company. 


The company took tts Cast Members’ feedback into consideration 

— the positive and the negative. Under the Team Talent banner, 
management began working on four priorities: making all roles 
meaningful by improving understanding of corporate strategy; 

clarifying the decision-making process; optimizing working conditions; 
and developing the potential in each Cast Member These changes will 
be brought about through a joint effort to renew the social engagement 
across the entire company. 

In the years to come, the company’s human resources policy and 


projects will be designed to help support that objective. 


Many of the themes highlighted through Team Talent were also evident 
in other areas of company activity in fiscal year 201 |. This can be seen, 
for example, in the signing of new corporate agreements concerning 


psychosocial risks and the employment of disabled workers. 
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Before the agreement ends in 2013, the company will have 


Py hired 120 new Cast Members who are registered as disabled. 


From apprenticeships to internships and permanent positions, 
they will hold a variety of contracts. 


Steps are being taken to improve the integration of Cast Members 
who are registered as disabled. Measures include organizing 
meetings to check up on progress and make any necessary modi- 
fications. Invited to such meetings are Cast Members, company 
doctors, human resource specialists, Mission Handicap specialists 
and managers. 
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SUPPORT MEASURES 


The company also continues to contract assistance from 
external centers that provide employment for disabled 
workers. In some cases, their personnel may even work onsite 
in positions including animal care and landscaping, 
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BREAKING DOWN DISABILITY BARRIERS 


Set to cover the period from 2011 to 2013, the company signed its seventh corporate agreement on 
the employment of workers who are registered as disabled. 











With a budget of around €1 million in 
fiscal year 2011, the company's Mission 
Handicap team has a number of respon- 
sibilities including the implementation of 
corporate agreements relating to 
workers with disabilities. 


By signing a new agreement in March 
2011, the company strengthened its 
efforts in four main areas: employment, 
integration, awareness and efforts for 
Cast Members to remain in the 
workplace. 


STRONGER ALL ROUND 
At the end of 2010, prior to the 
rd new agreements signature, 
476 Cast Members were regis- 
tered as disabled (source: Bilan 
Social 201 0). 

Before the agreement ends in 2013, 
the company commits to hiring 
a further 120 such Cast Members 
on a variety of contracts (including 
internships) throughout the business, 
in any roles that they are qualified 

for. 


To help reach those targets, 
the Mission Handicap team 
welcomed a fourth member, 
and the company participated in 
a number of specialized recruitment 
forums. Partnerships were also signed 
with both Tremplin (a specialist in 
workplace integration) and the FEDEEH 
(French federation for disabled students 
in higher education). 


The company also signed a partnership 
with the ADAPT association that focuses 
on the integration of disabled workers. 
“For us,’ explained Ghyslaine 
Wanwanscapell, Directrice Adjointe of 
ADAPT, “it's about accompanying 
businesses like Disneyland® [Paris] that 
are willing and open to welcome 
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SOME OF THE NEW 
MEASURES INCLUDED 
IN THE AGREEMENT: 


+ A process designed 
to garantee integration for 
newly-hired Cast Members 
who are registered as 
disabled. 


+ Possibility for a sign language 
interpreter to be present 
during important meetings. 


+ Help to finance medical 
equipment (such as wheel- 
chairs and hearing aids) and 
to equip vehicles. 


+ Funding for training designed 
to accompany the profes- 
sional development 
of disabled Cast Members. 


+ Payment of half the removal 
costs for those moving 
closer to their work location 
(also for those 
with a disabled child). 





In recognition of the company’s commit- 
ment to preventing discrimination, 
ensuring equal opportunities and promo- 
ting diversity, Disneyland Paris was 
awarded the Diversity Label. 


The award was given in December 2010 
by AFNOR Certification after tt audited 
the company's human resources policies 
and procedures over several years. Along 
with the recognition comes the Cast 
Members pride at knowing they work in 
a diverse and inclusive environment. >} 
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BUILDING BRIDGES FOR A 
DIVERSE AND INCLUSIVE WORKPLACE 


The company’s Cast forms a multi-heritage family with over 14 500 members from around the world. 





STRENGTHENING 
THE CAST MEMBER EXPERIE 


Disneyland® Paris strives to 
provide its Cast Members with 
re (Y=) fo) o) gal -lareme)e)orel gal lil ia 
while creating an inclusive@la@place 


WORKING WITH 
POLE EMPLOI 


















WHERE 
SENIORITY 
IS VALUED 


Concerning the action 
plan for the employment of 
seniors (covering 2010 to 2013), 

the company exceeded Its recrurt- 
ment objectives by hiring 41 seniors in 
the first year (the goal being a minimum 
of twenty new hires per year). 


Nonetheless, the company main- 
tained its presence at seniorfocused 
recruitment fairs in 2011 to present 
employment opportunities and seek 
new talent. 


Other measures were taken for seniors 
already in the company, and these 
included providing information on their 
personal pension contributions as well 
as general information. Training courses 
also helped seniors look toward the 
second part of their careers. 


Disneyland Paris and the national job 
center for employment seekers, Péle 
Emploi, share a joint commitment to 
fostering diversity in the workplace and 
offering equal opportunities to all candi- 
dates. [he partnership between both 
bodies continues, most notably through 
the pre-selection of candidates who 
are referred to the company’s Casting 
service by Péle Empoi agents. Between 
2006 and 2011, the company welcomed 
around 7 OOO such candidates, and a 
formal agreement foresees an increase In 
that number over the next thr ars. 





SUPPORTING 
THE LOCAL TEAM 


A novel partnership kicked off in 201 | 
between Disneyland Paris and the local 
soccer club, CS Meaux Academy. Set to 
run for three years, the agreement gives 
five players the chance to join Disneyland 
Paris each year on contracts that enable 
them to combine training, playing and 


working. 


TOMORROW’S TALENTS TODAY 


A new wave of innovation rolled over the company’s efforts to recruit 3000 
talented new Cast Members for operational and administrative positions in 
fiscal year 201 I. 


Disneyland® Paris criss-crossed Europe, with a string 

of eye-catching casting sessions everywhere from 
Spain and Scandinavia to Latvia and London. 
Keen to showcase the company’s creativity, 
the teams used life-sized, “pop-up” casting 
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A DISNEY TRADITION IN ITSELF: 


RECOGNIZING EXCELLENCE ON A DAILY BASIS! 


The Walt Disney Legacy Award rewards Cast Members who sustain Walt Disney’s personal legacy of 
creating, dreaming and inspiring others. 


Walt Disney said it himself, “You can 
dream, create, design and build the most 
wonderful place in the world... but it 
requires people to make the dream a 
reality.’ 


With Cast Members playing a central 
role in creating magical moments for 
guests, 20! | was a great opportunity to 
partner with Disney resorts around the 
globe to launch The Walt Disney Legacy 
Award. 






“When planning Disneyland, Walt 
wanted his park to be a place 


The highest distinction that can 
be awarded to a Cast Member, The 
Walt Disney Legacy Award Is rooted 
in the desire to recognize those who 
reflect the company’s values on a daily 
basis while helping to strengthen Its 
performance. 

Just under 50 Cast Members received 
the prestigious honor — each of 
whom was nominated by a fellow 
team member who recognized their 
excellence. 


SPECIAL MEANING FOR THE WALT DISNEY LEGACY AWARD 


great importance on hiring exceptional 
people for each of his projects — be they 


The fact that so many different profes- 
sions were represented among the 
recipients clearly indicates that magic 
lies in every corner of Disneyland® Paris: 
from its Attraction and Merchandise 
Hosts/Hostesses to Marketing Specialists 
and Switchboard Operators. 

The Walt Disney Legacy Award Is one 
of several recognition programs that 
encourage Cast Members to excel in 
their roles. 





offices in a number of capitals, and even 
hosted a summer beach tour In Spain. 
Innovation continued on the web, with 
regular modifications and updates to 
the recruitment website, and even the 
launch of a Facebook application in August. 
The largest recrurtment drive since 1992 
began in late 2011, with the chance for 
4000 people to be part of the resort’s 20" 
Anniversary celebrations. © 


in cinema, television or theme parks. 

The Walt Disney Legacy Awards honor 
an exceptional group of Cast Members 
who dream, create and inspire on a daily 
basis, the way that Walt Disney did so 
many years ago.’ 


where families could enjoy magical 
moments together. Disneyland 
Paris may have been built long 
after he passed away, but Walt’s 
personal legacy lives on through 
the experiences that guests enjoy 
every day. 

Walt Disney knew how important 
Cast Members were to creating the 
Disney experience, and he placed 





REGIS ALART 
2012 DISNEYLAND PARIS 
AMBASSADOR TEAM MEMBER 








© Disney*Pixar - Inspired by the Disney *Pixar film Toy Story. 
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NW ESINGH No 
CAST ¥T WELL-BEING, 


The company aims tobe a reference 
7 employment, with.Cast Members 
rowing nc finding fulfillment 
every day AY 





In September 2011, the company signed its first formal agreement on the prevention, evaluation _ 


treatment of workplace stress and psychosocial risks (PSR). 


Nae pzthess difficult times. 





By joining labor unions in the signature of 
an agreement on workplace stress and 
psychosocial risks in fiscal year 2011, the 
company reinforced and formalized tts 
existing plan to prevent psychosocial risks. 


A number of measures are covered by 
the agreement, such as the implementa- 
tion of an annual evaluation of psycho- 





EMOTION 


| think it’s normal to look for 
\ | | support from your company, 

particularly when times are 
difficult and the economy is unstable. 
Sometimes your problems can be much 
bigger than what’s happening in your 
professional life and this can spill over 
into other areas of your life. It’s comfor- 
ting to know that the company is 
taking steps to er! us in q y, 








SANDRA WALLIS 
COMMUNITY RELATIONS MANAGER, 


DISNEYLAND® PARIS 
| iii, 








social risks within the company. As well 
as the development of a targeted action 
plan, a multi-discipline, equal representa- 
tion workgroup Is also included in the 
agreement. 


NEW TOOLS 
The company will use a new tool to 
standardize evaluation practices and 


SERVICE 


Psychosocial risks are 
\ | | among the priorities 

covered in the company’s 
policy on occupational health,and 
safety. And while the company has 
been operating a prevention plan since 
2005, this new agreement really forma- 
lizes the work being done to define a 
common reference and thus 
reinforce prevention policies. | | 








BRUNO FOURNET 


DIRECTOR OF WORKPLACE HEALTH & SAFETY 
DISNEYLAND PARIS 



















monitor risks. A number of training 
measures are also being cevelpedo @ 
ensure that Cast Members can ide 

psychosocial risks — both forthemselves 


and for their colleagues, 


Further training sessions are bein: 
designed ape for managemer 
members. | 


CREATIVITY 





We aim to improve preven- 

\ | tion by sharing practices. 
K The new training program 
~~ on PSR gives managers the tools to 
understand and act accordingly. And 
because we wanted the program to be as 
relevant as possible for our actual teams, 

we co-constructed the module with 

a group of managers from the 1 y 





JOCELYNE TURPIN 


TRAINING SPECIALIST, 
DISNEYLAND PARIS 


MEASURES TO AVOID 
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THE CHALLENGE OF UNEMPLOYMENT 


Disneyland Paris continued working with a number of organizations in order to help unemployed 


residents in the local and larger communities. 


THERE’S TALENT IN OUR NEIGHBORHOODS 


Getting a foot on the professional ladder can be difficult, even if you have just 
graduated. The Nos Quartiers Ont Des Talents program [There's talent in our 
neighbourhoods] makes the task easier by partnering graduates from predominantly 
working-class areas with those who are already established. Tutors on the program 
volunteer their support, advice and access to a network of contacts. Since the 
company first joined the program in 2009, Disneyland Paris and tts Cast Members 
have assisted 54* youngsters. 


* Figure on January |, 201 2. 





MARIE-FRANCE HELPS COACH YOUNG GRADU. 


CAP PARRAINAGE 


Long-term unemployment can be a difficult hurdle to overcome alone. Cap 
Parrainage represents a helpful network focused on offering support and 
advice to the long-term unemployed.A number of Cast Members are currently 
coaching Cap Parrainage participants of all ages from a variety of backgrounds. 





PATHWAY 
TO EMPLOYMENT 


Disneyland Paris offers support 

to this program run in associa- 

tion with the regional council. 

The objective of the program 

is to help integrate, train and hire 

those who have been out for work 

for a considerable period of time. 

In partnership with the Initiatives 

77 organization, Disneyland Paris 

has been proud to help integrate 

456 participants, thereby contributing 
towards the program's /0% success rate. 





EPA-MARNE AND 
THE LOCAL COUNCIL 


The company played an important role 
in a workplace integration program 
specializing in forest regeneration that 
ran over eighteen months and kicked off 
in November 2010. As well as offering 
Mother Nature a helping hand in the 
area close to Disney's Davy Crockett 
Ranch, the program sought to encourage 
and assist over 25 long-term unemployed 
residents from the local community. 


Participants on the program were 
offered valuable tutoring and accom- 
paniment by Cast Members from the 
company's Landscaping team. This 
enabled newcomers to test their motiva- 
tion and readiness to join the profession. 
The program has already achieved good 
results, with eight participants passing 
one or two modules on the nationally 
recognized Maintaining Rural Areas curri- 
culum. There were also a certain number 
to whom the company offered apprenti- 
ceships and full-time roles. 
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With the 20 Anniversary celebrations on the horizon, 
the company is more aware than ever of the many 
partners, partnerships and alliances that have helped 
build innovation and success. 


The company continued to develop tts network of partners that share 
common values and environmental commitments. lo encourage guests 
to recycle plastic bottles and cans, for example, a joint operation was 
launched with Coca-Cola, a corporate partner for over two decades. 
As well as creating new facilities in Disney Village® to make this possible, 
the operation also involved producing attractive merchandise 


incorporating recycled fibers. 


PREPARING FOR 2012 

Much groundwork was also laid on a corporate alliance with 

Opel France (part of the General Motors group), and this was signed 

in fiscal year 2012. Among other things, the agreement foresees running 
a fleet of new generation Opel Ampera electric automobiles 


at Disneyland® Paris. 


The company continued to develop rts network of sales and distribution 
partners with expertise in local and distant markets. One particularly 
eye-catching operation carried out with the RATP Paris-area 
transportation network, for example, was specially appealing for local 
guests. Publicized through many high-visibilrty media, the promotion 


invited guests to claim free theme park entrance on their birthdays. 


BUSINESS TOURISM 

One area in which Disneyland Paris continued to be the partner 

of choice for other businesses was In convention services. Companies 
increasingly used the resort for tts unique convention facilities including 
a range of accommodation options, exceptional transportation access 


and a team with unique talents. 
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PARTNERING FOR 
LA STRONGER TOMORROW 


The com company c deve oped Ja network of [mutual y beneficial partnerships ‘and alliances i Ta a wide 2 


var of areas, t thereb by bringing Disney yn “Magic to a range Of au ence: ne 
. F TWAT 







PRESENT IN PARIS 


From July to August, the resort secured high visibility in the 
capital by partnering In this year's Paris Plages event (pictured). 
The operation transformed the.banks of the river Seine into a 
veritable beach resort, complete with a sixteen-foot represen- 
tation of the resort's Chdteau de Ia Belle au Bois Dormant. 










BELGIAN BEACHFRONT 


Buckets and spades were out in Belgium also for the annual 
Blankenberge Sand Sculpture Festival during summer 201 |. 
Resort elements, characters and experiences were recreated 
through |25 exquisite sculptures. 


\ = 
WINTER IN BRUGES 


As fall gave way to winter, artists from around the world again 
converged in Belgium to salute the resort through Bruges’ Snow 
and Ice Sculpture Festival. The monumental statues on displayed 
paid tribute to the magic of the holiday season at Disneyland Paris. 
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PARTNERING WITH THE RATP NETWORK 


SOMETHING 
TO SING ABOUT 


Disneyland® Paris renewed 
its partnership for the 201 | 
edition of Muzik’Elles de 
Meaux. 


During the month of September, the 
local town of Meaux again delighted 
music fans by presenting its two-day 
festival, Muzik’Elles de Meaux, in 
partnership with Disneyland Paris. 
Now in tts seventh year each edition 
of the festival is remarkable for tts 
primary focus on female artists, and 
also because It never misses an 
opportunity to blend established 
artists with up-and-coming talent. 
That tradition continued during the 
2011 edition which was launched 
ahead of time in Walt Disney 
Studios® Park by the town’s mayor 
and National Assembly representa- 
tive, Jean-Frangols Copé. 


Pour votre anniversaire, la RATP vous invite a Disneyland ! 


Inscrivez-vous avant le 30 décembre 2011 sur ratp.fr/privilege pour recevoir un billet gratuit. 


*Un billet 1 Jour / 2 Parcs offert pour une visite la semaine de votre anniversaire. Dernié site possible le 5/01/2013. D 
Valable une fois pour une personne. Offre soumise a conditions. Informations et conden sur www.ratp.fr/privilege ISNECLAND 
PARIS 





Held from August to December 2011, the RATP birthday operation used the major 
local transportation operator as a springboard for stimulating theme park attendance. 
Representing a strong synergy opportunity for both companies, the promotion invited 
guests to claim a free one-day/two-parks ticket valid during the week of their birthday. 
Part of the RATP’s Aimez Ia Ville program [Love the City] that shares information 
relevant to its users’ cultural interests, participating In the operation really was a piece 
of cake. Guests needed simply to sign up on a dedicated website, and then wait to 
receive the voucher! 





PROVIDING SOLUTIONS q 
FOR OTHER BUSINESSES 


With around | 000 different happenings hosted at 
the resort, the events and conventions activity was 
particularly strong. 


When it came to SUCCESSFUL STRATEGY 
organizing their Several factors lay behind the success, 
events and conven- and these included driving an increase In 
tions, many companies congresses to offset a drop in interna- 
chose to stay local and __ tional events. Additional factors included 
seek even greater value anew website offering greater interacti- 
for money. And while _ vity, increased business through event 
competition in this field agencies, greater presence at strategic 
grew generally in 2011,the — tradeshows and richer diversity for event 
resort saw a significant increase services and facilities. @ 

in convention activity that confirmed 

BUSINESS Disneyland® Paris’ position as a 

SOLUTIONS perfect place for businesses to meet. 

DSNE~LAND. ran 
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STRATEGICAL ALLIANCES 


hy 


WBRING COMPANIES TOGETHER 


las renewing its strategic alliance with Hertz, the company signed new 
rate agreements with Opel France and MasterCard. 
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NEW STRATEGIC ALLIANCE 
OPENS THE ROAD TO ENVIRONMENTALLY FRIENDLY INNOVATION 


Disneyland® Paris signed a new partnership with Opel France that will help the company reduce its 
environmental impact while inspiring others. 


Europe's number one vacation desti- 
nation signed a new agreement In 
November 2011 with Opel France, part 
of the General Motors Group, one of 
Europe's largest vehicle manufacturers. 


The resulting strategic alliance associates 
the strength of Disney brands, the attrac- 
tiveness of Disneyland Paris experiences, 
and the expertise of a leading family 
vehicle producer 


At the heart of the alliance is a joint 
commitment by the companies to 
demonstrate innovative ways to limit the 
environmental impact of transportation. 


THE ANSWER LIES WITH OPEL 

One solution for limiting the environ- 
mental impact of transportation lies with 
the Opel Ampera, an extended-range 
electric vehicle. 


This new automobile, which will play an 
important role in the alliance, boasts a 





battery-powered electric motor that only 
calls upon the support of an on-board 
engine generator when necessary. 


A BRIGHT FUTURE 

The Opel Ampera will be given a star~ 
ring role as the official automobile of the 
resort's 20" Anniversary celebrations. 


At the resort, guests will be able to learn 
more about the vehicle through display 
models in different locations. 


In addition to this, Disneyland Paris will 
also be among the first companies in 
Europe to run a fleet of these innovative 
automobiles. 


By establishing close relations with the 
Opel Ampera, the company not only 
takes concrete steps to reduce Its green- 
house gas emissions, but tt also positions 
itself to inspire guests and Cast Members 


to act similarly. 









THE POWER =” : 
TO MOVE FORWARD 7 ~ 





For over twenty years the 
company has turned to E.D.F. 
for its energy supplies, and that 
relationship was maintained in 
201 |. 















While taking many steps to p 
optimize its energy consump- 
tion, Disneyland Paris also 
continued purchasing 15% of tts 
total energy supply from E.D.F's 
renewable sources. 


With the arrival of a fleet of 

Opel Ampera vehicles on site, | 
this relationship becomes even 
more important in light of the 
vehicle charging stations that 
will be required onsite. 
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GETTING BEHIND THE WHEEL WITH HERTZ 


With a new five-year partnership agreement crowning fifteen years 
of strategic alliances, Disneyland Paris and Hertz had a lot to cele- 
brate in 201 1. 


OUR OFFICIAL 
PARTNERS 


Disneyland® Paris had strategic 
Through a new partnership that offers significant opportunities for cross-brand alllances in place with the 
synergy, Hertz maintains tts presence in the Disney theme parks and hotels. In following companies on 
Disneyland Park, for example, guests continue to encounter the brand through its ' September 30, 201 |. 
sponsorship of stroller rentals and Main Street Vehicles. Those staying in a Disney Hotel, 
on the other hand, can also use a dedicated phone line in each room to reach the 
Hertz rental agency in Marne-la-Vallée—Chessy. 


HITTING Cab ela 


THE HIGHWAY 

Among other things, the 
partnership also kick-started 
a program of joint marketing 
activities that brings Hertz 
into close contact with 
other Disney brands. 
When Disney*Pixar's 
Cars 2 shot into European 
box offices, for example, 
Hertz participated 
through direct and online 
marketing campaigns. The 
car rental company also 
unveiled a new, Disney-themed 
children’s play area at its agency 
in London's Heathrow Airport. 






Crédit Mutuel 
(@Jbanque 4 qui parler 


gibso 
Hertz 








MASTERCARD BECOMES THE OFFICIAL 
PAYMENT SERVICES PARTNER 


A new agreement signed with MasterCard focuses on creating 
priceless opportunities for cardholders at Disneyland Paris. 


Kodak 


MasterCard. 


By signing a new multi-year corporate partnership with MasterCard during fiscal year 
2011, Disneyland Paris forged an alliance with a company whose ‘‘priceless’’ marketing 
strategy could not be better aligned with the enchantment of Disneyland Paris. The 
partnership focuses on putting magical experiences and technological innovations at 
the fingertips of resort guests. 


CARDHOLDER ADVANTAGES 
The agreement provides MasterCard 
with a variety of priceless marketing 
opportunities to deliver unique 
experiences, as well as promotional 
opportunities for its cardholders 
at Europe's number one tourist 
destination. All MasterCard 
holders are now entitled to a byalreds 
[5% discount on a resort stay* ANETM 
and on character breakfast. The 
partnership also paves the way 


orange’ 








for future opportunities to lever ae BY 

age MasterCard’s expertise In We Jess 

‘ payment service technology to Case” 
develop innovative payment solutions Undevew 


for Disneyland Paris and tts guests. 


*3-day/2-night packages at the Disneyland Hotel, Disney’s Hotel New York® and Disney's Newport Bay Club®. 
Certain booking terms and conditions apply. 
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Corporate partner for over twenty years, 
Coca-Cola again turned to Disneyland® 
Paris for an operation rooted in the 
companies’ shared concerns for the envi- 
ronment. With two separate but related 
axes, the project alms to encourage guests 
to recycle their plastic soda bottles and 
cans, while offering them desirable 
merchandise that incorporates recycled 


g materials. 


SERVICE 





FRENCH GUEST 
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The company worked with Coca-Cola 
on the creation of 30 recycle bins for 
empty plastic bottles and cans, and then 
placed these around Disney Village®. 
While similar models already exist in 
Walt Disney Studios® Park, the company 
expects to progressively introduce 
recycle bins throughout the resort in the 
years to come. 





The operation gives 
¥ Disneyland Paris guests the 
chance to be environmental 
actors in two different ways. Firstly, by 
using one of the 30 Coca-Cola recycle 
bins at Disney Village, and secondly by 
choosing to purchase a t-shirt with 
fabric that incorporates fibers from 
recycled bottles. Educating and inspir- 
ing people to recycle more often 
is key to demonstrating that empty 
plastic bottles are not waste 
but valuable resources for the \ | | 
future. 





ARNAUD ROLLAND 


SUSTAINABLE DEVELOPMENT MANAGER, 
COCA-COLA 





TeN(el tae) \) ize (ol: 


of the benefits of plasticbottle 


The partnership also involved creating 
a line of souvenir t-shirts incorpora- 
ting material derived from recycled 
plastic bottles (a 50-50 polyester-cotton 
mix). Available for adults and kids in a 
number of designs, each t-shirt incorpo- 
rates the equivalent of four bottles and 
features an oversized label detailing the 


operation. 








MERCHANDISE SENIOR MANAGER 
DISNEYLAND PARIS 
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STRIVING TO BECOME A REFERENCE 
IN SUSTAINABLE DEVELOPMENT 


The company collaborates with guests, Cast Members and business partners to protect the environment 
in which the magic happens, while striving to make Disneyland® Paris a leading sustainable development 


destination. 


Conservation has always been a strong 
focus for Disney, and this is some- 
thing that began with Walt himself. 
In the 1950s, for example, his award- 
winning series of documentaries, the 
True Life Adventures, celebrated the 
beauty and fragility of the natural world. 
Today, conservation continues to be an 
important focus for Disneyland Paris and 
The Walt Disney Company. 


GOALS AND OBJECTIVES 

The company has always sought to make 
Disneyland Paris a magical place. With 
this in mind, and since 1992, a dedicated 
team has been In place to deal with 
environment-related issues while ensur- 
ing that Disneyland Paris becomes a 
reference in sustainable development 
destinations. 


TEAM EFFORTS 

The company believes that If it is to 
ensure that Its long-term growth respects 
the nature and communities in the area 
then it must use resources efficiently, 
act responsibly and harness appropriate 
technologies. To maximize the impact of 
its actions, seven principal target areas 
have been identified: ecosystems, energy, 


greenhouse gas emissions, product foot- 
print, waste, water and inspiration. Over 
the last twenty years or so, the company 
has developed an extensive network of 
partners that offer specialist expertise 
in these areas. It is with Veolia EAU, for 
example, that the company Is developing 
an Innovative wastewater treatment and 
recycling plant. When that station opens 
in 2013, the first of its kind in Europe, tt 
will service the Disneyland Paris theme 
parks, the Disneyland Hotel and various 
other locations at the resort. 


CHAMPIONING CHANGE 

The company also believes whole- 
heartedly in championing change and 
inspiring others. Fundamental to this ts 
the decision to work with companies 
whose daily business practices show a 
shared commitment to the environment. 
In the case of its collaboration with Sin & 
Stes, for example, Disneyland Paris asked 
the company to modify the nature of 
its products and vehicles used in on-site 
cleaning activities. 


POWER TO INSPIRE 
As well as leading by example, Disney 
is aware that its brands have a strong 


potential for inspiring environmentally 
friendly behavior in others. In late 201 I, 
Disneyland Paris launched tts first Friends 
for Change activities in the local commu- 
nity to inspire youngsters by raising their 
awareness of environmental protec- 
tion. In the years to come, this program 
is expected to become an important 
focus for the company and Its Disney 
VoluntEARS. 

The environment strategy is another 
example of ways In which the company 
strives to be a positive force for respon- 
sible growth in the community. 


| have learned ‘ 

from the animal world, — @ 
and what everyone 

will learn who studies it is, 
a renewed sense of 
kinship with the earth 


and all its inhabitants. 
Walt Disney 





* ri +, + 2011 Annual Review 


HELPING WILDLIFE PLAY A NATURAL ROLE 


In 2011, the company’s work in the area of ecosystems continued to focus primarily on habitat — from the 
forest at Disney’s Davy Crockett Ranch to the top of Le Chateau de la Belle au Bois Dormant. 


As well as welcoming many millions of 
guests each year, Disneyland® Paris and its 
surrounding area are the permanent or 
temporary home to wildlife of all shapes 
and sizes. A new species was Introduced 













at Disney’s Davy Crockett Ranch in late 
fall 2011 — albeit in a special role — 
as part of a test to use sheep as 
all-you-can-eat gardeners. The flock’s 
ability to maintain the woodland in a 
non-invasive manner proved hard to 
beat, and the company expects to 
invite the “workers” back again in 
2012. Other efforts connected 
with biodiversity in this same 
location include installing 
nesting boxes, and 
conducting a wildlife 
study to establish 
measurements that will 
help influence future 
decision making. 


Over the mid-term, the 
company aims to intro- 
duce a formal procedure 
whereby habitat Is syste- 
matically considering during 
the design and conception 





phase of all new constructions. 


Habitat was already a consideration 
during the 2011 refurbishment of Le 
Chateau de Ia Belle au Bois Dormant, for 
example, and passageways were created 
in the castle's protective shroud to let 
resident honey bees go about their 
business. 


COMPANY OBJEC 


+ Have a net positive impact 
on ecosystems through 
sustainable building practices 
and biodiversity protection. 


+ Develop biodiversity 
indicators. 


+ Establish a process whereby 
habitat is systematically 
considered during the design 
and conception phase of all 
construction projects. 


INSPIRING CHANGE WITH LIKE-MINDED ORGANIZATIONS 


For many years now, Disneyland Paris has sought to inspire its Cast Members, guests and partners 
to join the company in its steps to protect the environment. 


Disneyland Paris continues to host punctual 
events in tts backstage areas that inspire 
Cast Members to think twice about the 
environment before acting. Many of these 
events take place as part of national, 
European, and even worldwide awareness- 
raising days on subjects as varied as waste 
management and transportation. 


COMPANY OBJECTIVES 


+ Inspire positive 
environmental actions. 


+ Build compelling and 


long-lasting inspiration 

to secure full buy-in on 
strategy and engagement, 
from Cast Members, 

guests and business partners. 





In September, for example, the company 
hosted twelve different workshop-style 
events during European Mobility Week — a 
celebration that was promoted locally by 
the French Ministry of Ecology, Sustainable 
Development, Transportation & Housing, 
Each lasting two hours, these interac- 
tive happenings encouraged Cast 
Members to travel wisely by 
using public transportation, 
eco-driving and car 
pooling. In the hope 
that the actions of 
Disneyland Paris 
inspire others, news 

of the event even 
appeared on the 
ministry's website. 
Measures were also 
taken to Inspire 
resort guests and 
partners to become 
environmentally active, 
and these included the 


agreements with Coca-Cola, Opel France 
and Sin & Stes that are outlined elsewhere. 












REDUCING GREENHOUSE GAS EMISSIONS 
WITH INNOVATIVE PARTNERS INCLUDING SIN & STES 


Transportation methods that rely on fossil fuels are one of the ways that greenhouse gasses are generated. 
Disneyland® Paris continues to look for alternatives. 


Disneyland Paris worked with several 
partners in 2011 to find innovative ways 
to reduce greenhouse gas emissions 
without impacting the show. One solu- 











i? SINSSCES 


tion was to promote the use of electric 
vehicles through agreements with both 
Opel France and Sin & Stes — the indus- 
trial cleaning specialist. 
The partnership with Opel France, for 
example, focuses on promoting the 
new Opel Ampera vehicle to guests 
and Cast Members alike. 
Similarly, the agreement with 
Sin & Stes has led to the 
introduction of electric 
service vehicles in backs- 
tage areas. 


For many years now the 
company has encouraged 

its Cast Members to act 
for the environment by 
travelling responsibly. As 
well as running a carpooling 
service, and awareness 
events, the company continues 
to provide a /5% subsidy for 
those who purchase a monthly 
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season ticket for the public transporta- 
tion network (the legal requirement 
being only 50%). 

The cornerstone of the company’s future 
policy on reducing greenhouse gas 
emissions will be the far-reaching carbon 
assessment* that was carried out in 
2011 and 2010. This balance sheet will 
serve to develop a specific policy from 
2013 onwards. 


*Bilan Carbone®. 


+ Limit the production 
of greenhouse gases. 


BEFORE 2013: 


+ Establish a strategy for 
reducing greenhouse gas 
emissions. 


WASTEWATER TREATMENT AND RECYCLING STATION 


WITH VEOLIA EAU 


The company will soon be Europe's first theme park operator to inaugurate its very own wastewater 


treatment and recycling plant. 


Work continued throughout 2011 on 
the resort's future wastewater treatment 
and recycling plant that is being deve- 
loped with Veolia EAU. Expected to 
be operational in 2013, the innovative 
station will be the first of rts kind for a 
European theme park operator. 


The future station will handle wastewater 


from both Disneyland® Paris theme 
parks, the Disneyland Hotel and the 


COMPANY OBJECTIVES 


+ Reduce the amount of 
drinking water used at the 


resort over the long term. 


+ Create the means to treat, 
recycle and reuse water 





resort's backstage areas. Each year, the 
station Is expected to treat and recycle 
around 740 000 m?’of wastewater — 
representing a potential annual saving 
of 330000 m?. 


A SECOND LIFE 
Once wastewater has been 
treated at the station, It will 
be of sufficient quality for 
use In Irrigation, road 
cleaning and attraction 
reservoirs — all areas 
in which it is not 
necessary to use drin- 
king water By January 
2012, a large part of 
the station’s infras- 
tructure had already 
been completed, with 
around 60% of the pipes 
having been laid. 


Testing on the basins had shown them to 
be watertight, walls had gone up, and 
everything was on track for the roof to 
be fitted by April 2013. 








ty + ,+ 2011 Annual Review 


REDUCING THE ECOLOGICAL FOOTPRINT 
WITH INNOVATIVE SUPPLIERS 


While continuing to cook up tasty treats for millions, Disneyland® Paris reduced the ecological footprint 
of packaging in its quick service restaurants. 


Each year, millions of guests dine at 
Disneyland Paris, and this inevitably 
involves disposable packaging. In order to 














limit the impact of these throwaways, the 
company got to the root of the problem 
by replacing certain packaging with more 
environmentally-sound alternatives. 


In the case of Restaurant Hakuna 
Matata, the solution lay in all- 
natural plates that are made 
from palm bark, and which 
offer an added storytelling 
advantage in this location. 


In a restaurant with an 
entirely different theme, 
Pizzeria Belle Notte, the 
boxes used to serve 
pasta were also replaced 
with models using PEFC- 
certified cardboard. 


Throughout the resort, a 
considerable contribution was 

made by replacing the plates for 
croque-monsieur sandwiches and pizzas. 


The new models are made from the 
off-cuts resulting from the production of 
paper cups — a material that is both 
|O0% recycled and produced from 
sustainably managed forests. These 
measures are non-negligible when you 
consider that the resort uses around 
750 000 disposable plates per year 


COMPANY OBJECTIVES 


+ Minimize the footprint 
of food and retail products 
and processes. 


+ Seek opportunities and 
conduct tests for greener 
products and services. 





BETTER WASTE MANAGEMENT WITH THE CAST MEMBERS 


At the heart of its guests’ magical moments, Cast Members are also central to the company’s efforts to 


optimize its waste management. 


Disneyland Paris aims to go full cycle on 
waste management by: acting before waste 
is created, reducing the quantity of waste 


produced, collecting recyclable materials, 


COMPANY OBJECTIVES 


+ Continue sustainable 
waste management. 
BEFORE 2013: 


+ Reduce by 15% the quantity 
of solid waste sent 
for incineration 


(in relation to 2006), 


+ Extend waste management 
measures throughout 
the entire destination, 


+ Purchase more ttems 
containing recycled materials. 





and recycling as often as possible. 
One area of waste management that was 
strengthened in 2011 was the treatment 
of kitchen scraps by fermentation as 
opposed to Incineration. From collecting 
scraps in a single location in 2009, the 
process has now been formally 
adopted In many restaurants In 
on-stage and backstage locations. 
In 201 |, the quantity of material 
treated in this way grew four 
fold to around 536 tons, and 
this figure is expected to 
increase as more restau- 
rants adopt the procedure. 
Another area of waste 
management in which 
advances have been made 

is in the reduction of dispo- 
sable plastic water bottles 
purchased by Disneyland Paris 
for its teams. In 2011, the 
company purchased 40% fewer 
bottles than in the previous year, 
and then took steps to enable a further 


reduction by providing the operational 
teams with around 2 500 reusable flasks, 
and increasing the number of water 
fountains at the resort to over 340. 
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ENERGY SAVING IDEAS WITH BRIGHT SPARKS IN MANY AREAS 


For many years now, Disneyland® Paris has worked with partners capable of offering innovative solutions 
that help optimize energy consumption while maintaining exceptional show quality. 


With fossil fuels becoming increasingly 
rare and their use in the energy industry 
resulting in greenhouse gas emissions, 
Disneyland Paris places great importance 
on optimizing tts energy use. Between 
2006 and 2011, the company managed 
to reduce tts daily consumption for each 
person who visits by over 2 kWh. This 
reduction was made possible primarily 
through innovative technology in areas 
including lighting, heating and computer 
infrastructure. 


A BRIGHT IDEA 

Back in 2008 the company began a 
massive program to gradually replace 
incandescent lightbulbs with low-watt 
equivalents. This task may sound simple, 
however the scale of the challenge Is 
revealed by the fact that there are one 
million light-bulbs in the small section that 
lies between Le Chateau de la Belle au 
Bois Dormant and the bottom of Main 
Street, U.S.A.© Furthermore, any signifi- 
cant changes to lighting must always take 
into consideration show quality as well as 
energy reductions. 


LONGER LIFETIME 

Both energy reduction and show quality 
were considered during a recent year- 
long project to change the lighting system 
at the attraction Rock ‘n’ Roller Coaster 


starring Aerosmith. The new system in 
place now boasts a system offerering a 
40% energy saving and long-life bulbs 
that last for a decade as opposed to six 
months. 


The Disney hotels also played their part 
in making optimal use of energy. As well 
as continuing to progressively introduce 
energy-saving light-bulbs, the company 
installed the first 550 intelligent thermos- 
tats in guest rooms at Disney's Sequoia 
Lodge®. These detect the presence of 
guests In their rooms and even any 
windows left open, in order to modulate 
the heating, lighting and airconditioning. 


SWITCHING OFF 

In 2011, significant energy savings were 
also made by Installing applications 
on around 3 000 non-essential resort 
computers to switch them onto stand-by 
mode after a short period of inactivity, 
The decision to install this software was 
taken when a study revealed that 27% of 
all workstations were left on overnight 
on weekdays, and that 7% ran conti- 
nuously seven days a week. [he energy 
reduction that the power-save mode 
represents Is expected to be the equiva- 
lent of 67 tons of carbon dioxide. 


As well as relying on technology, 


Disneyland Paris continues to use signage, 
internal events and specific programs to 
raise the awareness of tts Cast Members 
on the issue of energy optimization. 


COMPANY OBJECTIVES 


+ Reduce greenhouse gas 
emissions related to energy 
consumption. 


BEFORE 2013: 


+ Reduce electricity 
consumption by 10% 
(based on 2006), 


+ Increase the use of energy 
generated from renewable 
sources. 








Euro Disney S.C.A., the holding company of the Group and Euro Disney Associés S.C.A. 


with EDL Hotels S.C.A., the two operating companies of Disneyland Paris are all French société en 
commandite par actions [French limited partnerships]. 


Under French law, in the structure of a French limited 
partnership, the Gérant and the Supervisory Board both have 
distinct roles. The two other components of the legal structure 
of a French limited partnership are the general partners and 
the limrted partners. 


The role of the Gérant of a French limited partnership is to 
manage the Company in the Company's best interests. 


















The role of the Supervisory 
Board is to monitor the 
general affairs and the 
management of the 
Company tn the best 
interests of the Company 
and the shareholders, as 
well as to monitor the 
transparency and quality 
of the information 
communicated to the 
shareholders. 





The Euro Disney S.C.A. 

Supervisory Board 
Mee im bers. 
Charter sets 
out the 


fundamental obligations to which the members of the Board 
must abide. lwo Committees have been created within the 
Supervisory Board of Euro Disney S.C.A:: 


(Audit Committee), 
created in 1997, is composed of three members of the 
Supervisory Board, namely Mrs. Valérie Bernis, Mr. Philippe 
Geslin and Mr Anthony Martin Robinson. Its role is to assist 
the Supervisory Board in reviewing the Company's financial 
information, internal control procedures and both the 
internal and external audit functions. 


created in 2002, is currently 
composed of two members of the Supervisory Board, 
namely Mr. Philippe Labro and Mr Thomas ©. Staggs. Its role 
is to assist the Supervisory Board in the search and selection 
of new members of the Board and to review unsolicited 
applications. 


The general partners have unlimited liability for all the debts 
and liabilities of the Company. 


The limited partners are the shareholders. The shareholders 
are convened to the general meetings of shareholders, held at 
least annually, and deliberate In accordance with the prevailing 
legal and regulatory requirements. 
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GROUP STRUCTURE 














HOLDING 
COMPANY 


EURO DISNEY S.C.A. 
Euro Disney S.C.A. is the 
holding company of the 

Group and ts listed on 

Euronext Paris. Its main asset Is 

its investment in 82% of the 
share capital of its subsidiary, 


Participations S.A.S., an indi- 

rect subsidiary of The Walt 

Disney Company (“TWDC") 

and the Gérant of Euro Disney 

S.C.A. is Euro Disney S.A\S., 

which is also an indirect subsi- 
diary of TWDC. 


Mr. Philippe Gas is the Chief Executive 
Officer of Euro Disney S.A\S. 





ON SEPTEMBER 30, 201 | 
THE GROUP INCLUDED 
THE FOLLOWING COMPANIES: 





FINANCING COMPANIES 


The Financing Companies described below are included in the 
group consolidated reporting (see 20! | Reference Document, 
Section B.3 “Consolidated Financial Statements”, note 3.1.1. 
“Consolidation Principles’ for more details). 


PHASE IA FINANCING COMPANY 

The Phase IA Financing Company, Euro Disneyland S.N.C., 
a French société en nom collectif, owns the Disneyland Park and 
leases tt to EDA. The partners of the Phase IA Financing 
Company are various banks, financial institutions and compa- 
nies holding an aggregate participation of 83%, and Euro 
Disneyland Participations S.A.S.,a French société par actions 
simplifigée and an indirect wholly-owned subsidiary of TWDC, 
holding a participation of | 7%. The Group has no ownership 
interest in the Phase IA Financing Company. The Phase IA 
Financing Company is managed by a management company, 
Société de Gérance d'Euro Disneyland S.A\S., an indirect wholly- 
owned subsidiary of TWDC. 








PHASE IB FINANCING COMPANIES 

The Phase IB Financing Companies are incorporated as French 
sociétés en nom collectif, and are governed by the same princi- 
ples as the Phase IA Financing Company. Each of these 
companies (1) rents the land on which the related hotel or 
Disney Village, as the case may be, Is located, from EDL Hotels 
S.C.A,, (il) owns the related hotel or Disney Village, as the case 
may be, and (iil) leases the related hotel or Disney Village, 
to EDL Hotels $.C.A. The partners of the Phase IB Financing 
Companies are various banks, financial institutions or other that 
are creditors of the Phase IB Financing Companies. The 
Group does not own any participation in these Companies. 
The management company of each of the Phase IB Financing 
Companies is EDL Services S.A.S., a French société par actions 
simplifiée, and a wholly-owned subsidiary of EDA. 


CENTRE DE CONGRES NEWPORT S.A.S.' 

Centre de Congrés Newport S.AS., a French société par actions 
simplifiée, and indirect wholly-owned subsidiary of TWDC, 
entered into a ground lease with EDL Hétels S.C.A. pursuant 
to which it financed and acquired the Newport Bay Club® 
Convention Center and, since completion, leases it back to 
EDL Hotels $.C.A. with an option to repurchase such assets. 


'As from October |, 201 1, Centre de Congrés Newport S.A.S. has been transformed in a French 
partnership. 
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Public shareholders* CONSOLIDATED GROUP 
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OPERATING COMPANIES oe Disneyland® Park 


EURO DISNEY ASSOCIES S.C.A. (“EDA”) 

EDA operates Disneyland® Park and Walt Disney Studios® 
Park, the Disneyland® Hotel, Disney’s Davy Crockett Ranch 
and Golf Disneyland®. It also manages the real estate segment 
of the Group. 


Euro Disney S.C.A. holds 82% of EDA’s share capital. 
The remaining 18% of EDA’s share capital is held by two 
indirect subsidiaries of TWDC: EDL Corporation S.A.S. and 


which are French wholly-owned subsidiaries of TWDC. 
The Gérant is Euro Disney S.AS. 


EDL HOTELS S.C.A. 

EDL Hotels S.C.A., a wholly-owned company of EDA, operates 
all of the Disney Hotels (except the Disneyland Hotel and 
Disney’s Davy Crockett Ranch), and Disney Village®. 
The General Partner of EDL Hétels S.C.A. is EDL Hotels 
Participations S.A.S., a French société par actions simplifiée and 
a wholly-owned subsidiary of EDA. The gérant of EDL Hotels 
S.C.A. Is Euro Disney S.A.S. 
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The Investor Relations team is: 


The first point of contact with the financial community as a whole. Its mission is to proactively 
provide timely and insightful financial news flow to external stakeholders. 


A direct link between the analysts and investors who follow the company or who are looking 
for information to support their investment decisions. 


A source of information and contact for individual shareholders. It answers questions about 
the company, its financial performance and its strategy. 


Investor Relations is part of the Finance team and reports 
directly to the Chief Financial Officer The Investor Relations 
team partners with Corporate Communications to develop 
and prepare the financial communication regarding the Group 
including all earnings releases, the Annual Report, the annual 
shareholder's meeting, the Shareholders Club Newsletter as well 
as managing the “Investor Relations” section of the corporate 
website. It also organizes events in the resort and takes part In 
or runs conferences for analysts as well as current and poten- 
tial Investors. 


The Group is committed to giving time, respect, information 
and energy to its shareholders and has multiplied the platforms 
for communication with them via The Shareholders Club. 

In addition to the information available on the corporate 
website, the members of The Shareholders Club receive a 
regular email newsletter with information on the Company 
and news about Disneyland Paris and The Shareholders Club. 
They also receive the quarterly newsletter. 


The Shareholders Club also offers tts members a number of 
advantages. They are entitled to reductions in the shops, restau- 
rants and hotels of the resort. In addition, special events are 
organized exclusively for the members of The Shareholders Club. 


To provide additional interaction between the individual share- 
holders and the company's management team, a number of 
round table meetings are organized. These meetings provide an 
opportunity for members of the Shareholders Club, gathered 
in small groups, to exchange their ideas and comments with 
the senior management of Euro Disney S.C.A. These informal 
discussions will continue to be organized in the coming year. 


The financial community and individual shareholders can find a 
wide array of financial information on the Group by visiting the 
website of Euro Disney S.C.A. They will find all the financial 
information published by the company, the market price of a 
Euro Disney S.C.A. share, information on corporate gover- 
nance, the Shareholders Club newsletters as well as other 
news published about the company. [he members of the 
Shareholders Club also have access to their own online area 
for shareholders. They may register online, and are also able to 
renew their membership, register for club events and update 
their personal data as needed. 
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38976490 SHARES 

(NOMINAL VALUE: €1 PER SHARE) 

Tel: +33 (O)1 64 7458 55 
Fax: +33 (O}1 64 74 56 36 


From 9 a.m. to 5 p.m. {local time}, trom Monday 
to Friday. 


Tel: OO 800 64 74 56 30* 
Email: dlp.actionnaires@disney.com 


Fax: +33 (O)1 64 74 56 36 


* Free number from a land line and national operators in Belgiurn, France, Germany, Italy, 
the Netherlands, Spain and the United Kingdom. From other countries, 
call: +33 (0)| 64 74 56 30 (local rates apply). 
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Gift wrapped in lights, color, and magic, the 20" Anniversary celebrations at 
Disneyland® Paris promise a host of unforgettable surprises and experiences. 


When it explodes into the night-time 
sky above Disneyland Park, “Disney 
Dreams®!” will take guests on an 
adventure like nothing they have ever 
experienced before. 

Through its unique blend of classic 
Disney storytelling and the very latest 
special effects, guests will find themselves 
drawn into a fantasy fairytale played out 
on the facade of Le Chdteau de Ia Belle 
au Bois Dormant. 








Guided by Peter Pan's shaddow, guests 
will meet old friends and possibly make 
new acquaintances with stars from such 
timeless animated classics as Beauty 
and the Beast, The Little Mermaid and 
The Jungle Book. The Sleeping Beauty 
Castle will be successively transformed 
during the adventure — from Peter Pan's 
star-studded sky, to Quasimodo's Notre- 
Dame cathedral, and the rooftops of 
London, over which the chimney sweeps 
from Mary Poppins will dance. First 
and foremost, ‘Disney Dreams!”’ 
is about storytelling. 


A veritable songbook 
of much-loved Disney 
melodies will be specially 
arranged for this spec- 
tacle, and Steve Davison, 
the show's Creative 
Director, explains why. 
“In a show like ‘Disney 
Dreams! the music plays 


| | an essential role in taking 
guests on an emotional 
journey. This show will have 


some of the best classic Disney 





music you've ever heard, from Aladdin 
and Beauty and the Beast to Tangled and 
more. 


The spectacle will require a veritable 
treasure chest of technical tools and 
special effects that have never yet 
been combined on a show presented 
around a Disney castle. Dazzling lasers, 
incredible pyrotechnic and precision- 
controlled fountains will all play a role 
in the storytelling. New fountains will be 
installed at the foot of the castle in order 
to create water canvases onto which 
Disney animation can be projected. 


“Disney Dreams!” will be pure, unadulte- 
rated Disney magic - an absolute “must” 
for anyone in this anniversary year 


The parade will also be transformed as part of the 
20th Anniversary celebrations. Lights, color and magic 
will be central to this vibrant new spectacle that Is 
sure to enchant the young and the young-at-heart. It 
will be packed full of energy and boast a specially 
produced soundtrack and original choreography. The 
Disney characters will be kitted out in colorful new 
costumes that will celebrate the anniversary and 
honor the theme. The show will kick off with a tribute 
to Disney magicians before taking guests through 
some of the best-loved animated classics. 


Also in Disneyland Park, “Disney's 20" Anniversary 
Celebration Train” will chug down Main Street, U.S.A 
several times a day to deliver a special anniversary gift 
for guests at the foot of Le Chdteau de Ia Belle au Bois 
Dormant. With tts colourful decoration, the train will 
carry a host of Disney stars such as Minnie Mouse, Pluto, 
Goofy, Donald Duck and Daisy Duck all dressed in their 
new party clothes.'‘Disney's 20" Anniversary Celebration 
Train’ will be a unique way to meet characters and say 
“Happy birthday” to Disneyland Paris. 


*From April |, 20! 2. 


2011 Annual Review 


Disneyland Paris offers its guests extended operating 
hours from April | to September 30, 2012. This 
special anniversary gift means that guests can party 
on into the night and enjoy even more magic. 


MAIN STREET, U.S.A. CELEBRATES!" 








One of the most famous streets in the world will be 
filled with mirth and high spirits to celebrate 
Disneyland Paris’ 20" Anniversary in style! With brand 
new decorations, Main Street, U.S.A. will be trans- 
formed for this once-in-a-lifetime party. 


In this unique opportunity, guests will be invited to go 
backstage at Fantasyland Theatre to meet Mickey 
Mouse in one of his private rehearsal rooms. 
Surrounded by props accumulated from his many 
performances, guests will meet Mickey in this relaxed 
setting and spend a special moment in his company. 








http://corporate.disneylandparis.com 





